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CIRBAN RADIO 

 

NETWORKS 

 

%AMERICAN URBAN NEWS 

 

SBN NEWS 

 

Proud of Our 

 

Heritage 

 

BROADCASTING NEWS AND 

 

INFORMATION TO AFRICAN AMERICANS 

 

IS AS IMPORTANT TODAY AS IT WAS 

 

30 YEARS AGO. AMERICAN URBAN 

 

RADIO NETWORKS... 

 

URBAN AMERICA'S RADIO LEADER. 

 

WE WERE THERE FOR THE BLACK 

 

COMMUNITY 30 YEARS AGO, WE WERE 

 

THERE FOR THEM ON SEPTEMBER 11 n H 

 

AND WE'RE HERE FOR THEM TODAY. 

 

AMERICAN URBAN RADIO NETWORKS... 

 

REACHING AND TOUCHING 

 

BLACK AMERICA LIKE NO OTHER. 
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 AMERICAN URBAN RADIO NETWORKS... 

 

3 O YEARS OF PROVIDING TIMELY NEWS 

 

AND INFORMATION TO THE AFRICAN 

 

AMERICAN COMMUNITY. AMERICAN 

 

URBAN RADIO NETWORKS... DELIVERING 

 

THE NEWS THAT PEOPLE ARE TALKING 

 

ABOUT AND THE NEWS THAT WILL 

 

MAKE PEOPLE TALK. 

 

Call AURN today to add NEWS 

 

to your programming mix. 

 

SALES 

 

212-883-2100 

 

PROGRAMMING 

 

800-456-4211 ext. 4098 
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Strategic Media Research shuttered   2 

 

Strategic and its subsidiary Touch Direct Marketing was counting 

 

on a strong 04 those hopes have gone down with the WTC. 

 

Analysis: Consolidation and programming variety  

 

CCU claims heachfront property in Jacksonville  

 

Hughes shops at GM—for EchoStar...   

 

...while Fritts sounds a monopoly alert   

 

CCU moves up the KM ownership ladder   

 

FCC panel discusses ownership parameters 

 

Tower of power: WTC victims unite 
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Agency perspective: Upfront 2002 4 

 

MEDIA i'i I! 1; ̀►110 AND MONEY 

 

HBC gets a rise out of analysts   6 

 

The Hispanic station operator got a rise on Wall Street by 

 

producing a rise in revenue despite the sluggish ad market. 

 

TM Century puts its own jingle in its jeans 6 

 

Holiday prospects: Christian's crystal ball muddied 6 

 

WW1 profits despite reduced revenues 6 

 

Marathon peeks down on Phoenix from Payson peak 6 

 

Interep weathers tough times   7 

 

HBC's Merced pick-up has its eyes on Fresno  7 

 

Kantor launching "The Independent Network"? 

 

1M 

 

Voluae 18, hm 45 

 

Powell forms Media 

 

Ownership Working Group 

 

"Rebuilding the factual foundation of the 

 

Commission's media ownership regulations 

 

is one of my top priorities," said FCC Chair-
man Michael Powell, announcing the for-
mation of the Media Ownership Working 

 

Group. "For too long, the Commission has 

 

made sweeping media policy decisions with-
out a contemporaneous picture of the media 

 

market. We need to rigorously examine 

 

whether current forms of media regulation 

 

are achieving the Commission's policy ob-

jectives, and how changes in regulations 

 

would affect the policy goals of competition, 

 

diversity and localism. I am creating the 

 

Media Ownership Working Group to bring 

 

sharp focus to these tasks." 

 

The task force, made up of FCC staffers, 

 

will include W. Kenneth Ferree (Chief of 

 

Cable Services Bureau), Paul Gallant (Spe-
cial Advisor to the Bureau Chief, Cable 

 

Services Bureau), Nandan Joshi (Attor-

ney-Advisor, Office of General Counsel), 

 

Jonathan Levy (Deputy Chief, Office of 

 

Plans andPolicy), Robert Ratcliffe (Deputy 

 

Chief, Mass Media Bureau), David 

 

Sappington (Chief Economist) and Royce 

 

Dickens Sherlock (Deputy Chief, Policy 

 

Division, Cable Services Bureau). 

 

The group will attempt to get an accurate 

 

picture of the media landscape. What choices 

 

do consumers have? What are the business 

 

realities of the providers? How is the imple-
mentation of new technology affected by FCC 

 

regulation? The working group will work with 

 

other staff members to answer these and other 

 

questions, which will in turn be a part of future 

 

ownership regulation proceedings.—DS 

 

Sometimes a network is dry-docked before it ever sets sail. Ex-AMFM Radio Networks President 

 

David Kantor was close to a 1/1/02 launch of "The Independent Network" (the tentative name), 

 

but has decided to put it on hold, considering the current economic uncertainties. 

 

The network was set to fill a void in the marketplace for mid-sized groups that didn't have 

 

the advantage of owning or being associated with their own networks under a greater owner, 

 

such as ABC Radio, Clear Channel and Infinity. Says Kantor: "Do I think there's a need in the 

 

marketplace for it? Absolutely. Do I think that the second tier of groups that currently don't 

 

own networks need to be in the network business? Absolutely. So, taking all of those things 

 

and if the market conditions were right, I definitely believe that there's a business there. But, 

 

you need a lot of things to come together to make it work." 

 

But for now, the project is on hold, indefinitely. "We're still working on it. It may come later on," 

 

he told RBR. "The original plan was to try and start it for 2002. We knew the time frame was really 

 

tight as it was and between the bombing and the general condition of the marketplace, we decided 

 

it would be best to wait a little while longer. It's hard to get a clear view of where everything's going 

 

right now short term. We still hope to maybe do it next year, but that's far from definite." 

 

Kantor had floated the idea to major players in the ad industry, as well as the groups that 

 

were interested, such as Emmis and Radio One. "We had very good support. We had seven 

 

groups that were interested in participating, and we're hoping that when we actually launch we'll have more support than that." 

 

It wasn't only the economy that kept the launch from happening, but constraints on the net-to-be the current marketplace was 

 

di(ptating. To satisfy all involved in the launch, including investors, the network would have been somewhat boxed in. 

 

"We felt under the gun for certain issues related to the network—that we were going to agree to certain things just to get it going," 

 

Kantor explains. "That's not the reason to do something, because unfortunately when things improve, we will be stuck with those 

 

[constraints]. Whether it be financing terms or audience delivery levels or whatever it is, once you start, you're locked with what 

 

You've got. Whereas my feeling was there's no overwhelming reason to launch January 1st w ith the exception of the upfront. 13L11 

 

as we all know , the upfront this year is not going to be what it's been in years past." (also see adbiz p.4)—CM 
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larly front it, I'Out'h Direct NI:Ir-

keting subsidiary, is falling \'ir 

 

till) to mas.sl\ c ,I.II ion canct'1-

latiOns for tilt' St-r\ iie follow-

ing the 9/11 attat l:s. Touch 

 

Direct sells contest-hased-at-

work telemarketing campaigns. 

 

Most staffers have been laid 

 

off and the firm of Alex D. 

 

Moglia & Associates has been 

 

retained to sell off assets and 

 

pay creditors on a priority basis. 

 

4`It would be ideal if we can find 

 

a buyer willing to fulfill remain-

ing research commitments to 

 

clients," said Moglia.—DS 

 

With the recent announce-

ments of company layoffs 

 

and downsizing, Radio Busi-

ness Report stands ready to 

 

help you. If you're a radio 

 

station or group looking to 

 

fill a key position, RBR is 

 

offering a new service—and 

 

it's absolutely free. 

 

Just submit your job open-

ing, in 30 words or less, to 

 

production@rbr.com 
Your-

listing will be posted on ou r 

 

website, RBR.com, and sent 

 

out coast-to-coast via RBR', 

 

daily email service. 
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Our publications are read 

 

by the best people in radio— 

even a few who've found them-

selves "between positions.
,, 

 

One of them may be just the 

 

pro you're looking for. 
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Murcluch and GM had bc(n in 

 

talks for IS nl(intl)s, but when Ill(• 

 

GM board I:IiI(d to make a deri 

 

sion on 10/27, a frustral(•d 

 

Murdoch pulled his company's 

 

bid. Said Murdoch in a release: 

 

"Hughes would have been an 

 

excellent strategic fit for our glo-

bal platforms, and we are disap-

pointed with the Board's inaction 

 

in the face of an as-yet unfinanced 

 

counter proposal... this means 

 

there will be no choice for mil-

lions of television consumers in 

 

rural America." 

 

RBR observation: The anti-

trust issue could be a problem 

 

CCU bolsters 

 

Jacksonville by the 

 

grace of Neptune 

 

It isn't often that a major radio 

 

group owner invokes an an-

cient Greek god in order to 

 

upgrade one of its signals, and 

 

neither is that the case this time. 

 

Clear Channel's (N:CCU) WFKS-

FM, which beams a 50 kw CHR 

 

format from its perch on 97.9 

 

mHz out of St. Augustine, FL, 

 

will be moving some 30 miles 

 

north up the Atlantic coast to 

 

the community of Neptune 

 

Beach" It should be noted that if 

 

you were to somehow trip over 

 

the Neptune Beach borderline, 

 

you might well land in Jackson-

ville—hence the change. 

 

Not only will St. Augustine 

 

retain five other FMs, WFKS fans 

 

there should still be able to pick 

 

up the station. 

 

Although the new Neptune 

 

Beach digs will no doubt help 

 

the station, it should also be 

 

noted that it will still have its 

 

work-cut out competing with 

 

the market's dominant CHR, 

 

Cox Radio's (N:CXR) Big Ape 

 

WAPE-FM.—DS 

 

GM to sell Hughes to 

 

EchoStaP 

 

After a long, drawn-out bidding 

 

process, satellite TV subscrip-

tion service EchoStar Commu-

nications (Dish Network) has 

 

won the prize to acquire Hughes 

 

Electronics and its DirecTV sub-

sidiary from General Motors. The 

 

$25.8B deal was signed 10/28, 

 

almost immediately after News 

 

Corp. Chairman Rupert 

 

Murdoch pulled his long-stand-

ing offer. EchoStar will provide 

 

$5.5B in cash, via Deutsche 

 

Bank, and GM, which is provid-

ing EchoStar a bridge loan. 

 

DirecTV has 10M subscrib-

ers-the largest provider of home 

 

satellite subscription TV in the 

 

US. Dish Network has 6.7M sub-

scribers. The combined com-

pany would serve about 17% of 

 

the pay television market, ac-

RBR News Analysis 
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Fritts on EchoStar/ 

 

DirecTV 
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Dirt.( I V ll()nl GM (Rlilt.((,m 

 

111 _'t)), NAB PI-csid"Itt/CF.O 

 

I?dclie Fritts expressed both 

 

c'aulit,n and a hope that the 

 

conll)ined service would in-

clude all local 'I'V stations. 

 

"EchoStar's proposed $26 bil-

lion purchase of DirecTv would 

 

create the world's largest mo-

nopoly video delivery system. In 

 

our view, Congress, the Execu-

tive branch and federal regula-

tors should review this proposal 

 

with a high level of scrutiny," 

 

Fritts commented. "This acquisi-

tion—should it go forward— 

would increase exponentially the 

 

satellite channel capacity of 

 

EchoStar. At a minimum, gov-
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Clear Channel influence 

 

grows at XM 

 

No matter who uvcntually ClIds up 

 

owning Hughes Electronics 

 

(N:GMI-1), the sale will make Clear 

 

Channel Communications (N:CCI J) 

 

the second largest shareholder of 

 

XM Satellite Radio (O:XMSIO. 

 

Hughes' DirecTV owns an 11.6% 

 

stake in XM, which combined with 

 

a 9.5% stake held directly by Gen-

eral Motors (N:GM), makes GM 

 

XM's largest shareholder. 

 

Do you have to break some eggheads to make an omelet? 

 

During the FCC's roundtable on Ownership Policies, there was an interesting divergence of opinion between 

 

panelists Dolitoas Gomery of the University of Maryland and the University of Pennsylvania's Joel Waldfogel 

 

Gomery maintained that, although there has been some relabeling of various formats, it is clear that there 

 

is less programming diversity in the five years since the wave of radio station ownership consolidation. He 

 

contends that the days when each station tries to find its own identity and audience are over; that all decisions 

 

are made from a distant corporate office far away from the signal contours and audience of the station. 

 

Gomery, professing to be a Country fan, noted the battle currently under way for control of the format 

 

by the new, young and less traditional artists to prove his point. 

 

By contrast, Waldfogel actually crunched some numbers. Noting that, in theory, consolidation actually 

 

increases choice, he found that yes, indeed, since Telecom was passed in 1996, programming options 

 

available on the radio dial have in fact increased. 

 

We at RBR have done a little homework on this topic ourselves, and we can state without any doubt 

 

whatsoever that Waldfogel's conclusions are precisely on target, while Gomery's are completely without merit. 

 

It's easy to see some greedy, mythical, gnomish creature with dollar signs for eyeballs sitting in a dark 

 

tower somewhere dispensing magic formats which suck the dollars out of the downtrodden advertisers and 

 

the will to resist out of helpless listeners who tune in despite themselves. That just isn't how it works. 

 

Gomery seemed to be aware that the numbers support the fact that there is in fact more diversity. But 

 

he claimed that it was the result of making up new names. It is true that where once there was AC, there 

 

is now Hot AC, Soft AC, Modem AC and what have you. These more finely-tuned names do in fact represent 

 

different programming styles and philosophies. A Hot AC sounds vastly different from a Soft AC. 

 

Gomery's description of the artist wars in Nashville have nothing to do with formats. When Willie Nelson 

 

and Dolly Parton and Loretta Lynn and anyone else you care to mention came into prominence, they 

 

could not but displace older acts. That young upstart Beethoven took stage time away from some oldtimer, 

 

for crying out loud. The process has nothing to do with radio. 

 

It would be a shame if poorly researched opinions like those expressed by Gomery are inflicted on the 

 

American public in the form of unnecessary regulation. 

 

We prefer Waldfogel's approach. While Waldfogel didn't come down strongly on either the less regulation 

 

or more regulation side of the fence, his comments were based on the cool analysis of factual information. 

 

Waldfogel is right in asserting that consolidation breeds diversity in the case of radio. In the old days, 

 

when broadcasters were limited to one FM station, three or four of them were bound to offer a slightly 

 

differentiated form of the same money format (usually CHR, AC or Country, depending on the market), vying 

 

for a piece of the biggest revenue pie. None of those 
same owners could afford to risk his entire income 

 

on something experimental, like Rhythmic Oldies, Smooth Jazz or Hot Talk. 

 

However, with three, four or five FMs, it pays for an owner to differentiate his range of products. The 

 

owner has the opportunity to build an audience for a new, experimental format—this in fact makes more 

 

sense than competing with oneself with two same-formatted stations. 

 

Since 1996, both Black and Hispanic-formatted stations have thrived both in number and variety of 

 

formats offered. Beneath the ratings radar screen are a wide variety of Ethnic and other niche-programmed 

 

stations catering to sometimes very-low percentage minority communities in our larger cities. The Smooth 

 

Jazz format has taken off, Rhythmic Oldies was invented, surged ahead (and unfortunately already seems 

 

to be petering out in a lot of locations). Classic Hits/80s has bloomed, updating the Classic Rock Format. 

 

Alterative, Adult Alterative, Classic Alterative and Modem Rock formats have all found a home, in smaller 

 

and smaller markets. Contemporary Christian stations are doing well. The proliferation of News-Talk-Sports 

 

stations, with all kinds of specialties and target audiences, has been phenomenal. 

 

Of course, the ideal station would feature a heavy dose of John Mclauglilin and the Mahavishnu Orchestra, 

 

as well as offerings from Larry Coryell, Cluck Correa, Miles Davis and John Coltrane; it would have older, 

 

off-the-wall Art Rock acts like Gentle Giant and King Crimson; it would include a few more 
current artiste) ke

e Sarah 

 

McLachlan, Phish, Dave Matthews and soundgarden; 
there

'
d be a place for Frank Zappa,J 'd la 

 

ven 

 

James Taylor; a few Classics would be worked in—Bartok, Copland, maybe even a little Mozart, we play 

 

some---hey wait a minute, that's not a radio station playlist, that's our CD collection. While w
a

 control the 
duce. 

 

ylist 

 

on the home stereo, we'd hate to have to meet a payroll with the paltry P P Y P 

 

Where Gomery seemed to let his own tastes help to form his opinions, owners know that their own 

 

personal programming tastes have little or no bearing on what they can play on their station. Regulators 

 

should operate from the same assumption.—DS 
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Motient Corp. (O:MTNT, once 

 

known as American Mobile Satel-
lite Corp.) recently dropped from 

 

the top spot by transferring 5M 

 

shares to Rare Medium (O:RRRR) 

 

to satisfy a debt (RBR.com 10/ 

 

15), reducing Motient's equity 

 

stake in XM to 16.8%. Even so, 

 

many of the shares held by Motient 

 

are Class B, with three times the 

 

voting power of the Class A shares 

 

held by GM, CCU and all public 

 

shareholders. 

 

Whoever buys Hughes from 

 

GM—whether Echostar (0: DISH) 

 

or News Corp. (N:NWS)—would 

 

become XM's third largest share-

holder, behind Motient's 16.7% 

 

and Clear Channel's 14.2%. By 

 

selling Hughes, GM will drop from 

 

first place to fourth among XM 

 

shareholders. JM 

 

FCC ownership panel 

 

Puns the gamut 

 

The panel assembled by the FCC 

 

10/29 to discuss broadcast and 

 

cable ownership issues did not 

 

arrive at a consensus, but numer-
ous ideas were placed on the 

 

table. The views from economists, 

 

a consumer rights activist, a DOJ 

 

member and several professors 

 

were expressed. 

 

Seven individuals participated 

 

in the FCC's roundtable included 

 

Stanley Besen (Charles River As-

sociates), Mark Cooper (Con-
sumer Federation of America), 

 

W. Robert Majure (U.S. Depart-
ment of justice), Bruce Owen 

 

(Economists Incorporated), Dou-

glas Gomery (University of Mary-
land), Philip Napoli (Fordham 

 

University), and Joel Waldfogel 

 

(University of Pennsylvania). 

 

FCC Chairman Michael 

 

Powell began the session, not-

ing that broadcasting and cable 

 

are operating under rules which 

 

are in range of 30-years old. He 

 

noted that the marketplace is 

 

fundamentally different, and 

 

wants to build a legacy of data 

 

on which to base changes. 

 

Several of the panelists took 

 

that to heart. In particular, Napoli 

 

and Waldfogel were able to sup-
port many of their assertions with 

 

statistical research. 

 

There was no issue upon 

 

which everyone agreed. Radio 

 

ownership consolidation was 

 

seen as a problem and as not a 

 

problem. Programming choices 

 

have diminished; they've in-
creased. There should be 

 

tighter regulatory control; there 

 

should be less.—DS 

 

Broadcast WTC victims 

 

lorm coalition 

 

We recently addressed the 

 

relocation issue of World 

 

Trade Center broadcasters to 

 

The Empire Stare Building 

 

(RIIR 10/15, p.5). Now, a coali-
tion has been formed to help 

 

expedite the process, When the 

 

WTC collapsed on 9/11, the fol-
lowing stations lost their 

 

transmitting sites: WI1AT-1'M, 

 

WNYC-FM, WKTl1-FM, WKCR-
FM, WCBS-TV2, WNBC-'I'V4, 

 

WNYW-TV5, WABC-TV7, 

 

WWOR-TV9, WPIX-TVII, WNET-
TV13, WPXN-TV3l and WNJI1-
TV47. DTV facility losses include: 

 

WABC-DT, WNBC-DT, WNET-
1)1', WPIX-DT and WWOR-1)1'. 

 

In order to address this crisis, 

 

the coalition members include: 

 

WABC-TV, WCBS-TV, WHSE-TV, 

 

WNBC, WNET, WNJU, WNYW, 

 

WPIX, WPXN-TV, WWOR-TV, 

 

and WXTV. 

 

"The future of public and com-

mercial broadcasting in the re-

gion is literally at stake right 

 

now. The damage to our over-
the-air broadcasting capabilities 

 

represents the potential loss of 

 

billions of dollars in revenue to 

 

New York and the tri-state re-

gion, and could change the face 

 

of American broadcasting for-

ever," said Bill Baker, president 

 

and CEO of WNET. "The loss is 

 

not simply to the broadcasters, 

 

but to every individual and busi-
ness that relies on television ser-
vice as a means of giving and 

 

getting information, and of gen-
erating income."—CM 

 

Ah, memories of the 

 

good old days 

 

Normally, the annual "Commu-
nications Industry Report" (CIR) 

 

from Veronis Suhler is a useful 

 

tool for predicting the future by 

 

assessing the past. Last week's 

 

(10/29) release of the 19th an-
nual report seems, however, to 

 

offer little more than a nostalgic 

 

look back at the good old days. 

 

So much has happened in the 

 

intervening months that Veronis 

 

Suhler's analysis of year 2000 data 

 

from the publicly traded media 

 

companies seems to have little 

 

relevance to the current market. 

 

"We've seen the media and 

 

information business shift rap-
idly from one of its best years 

 

into what is certain to be one of 

 

its worst in a decade, but it's 

 

important not to lose sight of the 

 

larger landscape of an industry 

 

that is remarkably diverse and 

 

dynamic, which is the reference 

 

point you get from the CIR," said 

 

the report's main author, James 

 

Rutherfurd, Executive Vice 

 

President and Head of Invest-
ment Banking, Veronis Suhler. 

 

The CIR provides a benchmark 

 

by which to measure the current 

 

industry contraction. The em-

phasis it offers on relative per-
formance of industry segments, 

 

such as profitability and return 

 

on assets facilitates analysis of 

 

the segments and companies 

 

most likely to weather the cycli-
cal correction now underway." 

 

For example, he noted, going 

 

into the downturn, the segments 

 

that displayed the greatest growth 

 

in operating cash flow were ra-
dio, cable/satellite networks, and 

 

newspaper publishers, while 

 

companies with the highest cash-
flow margins were out-of-home 

 

media, TV and radio broadcast-
ers and telephone directory pub-
lishers. "These are important 

 

signposts to keep in mind ;is the 

 

industry begins to recover, �vliie h 

 

we expect to occur• sonxctin)e ill 

 

2002," Rutherford said. 

 

here's the (;Ill's sununary of 

 

the publicly tradecl radio (-ompa-
nies in 2000: "I)oublc-digit 

 

growth rates for operating cash 

 

flow, revenue.,, operating income 

 

and assets und,•nc'ore(l another 

 

stellar year for this segment in 

 

2000, with revenues growing 

 

Consumer confidence down again 

 

Consumer confidence has fallen for the fourth straight month, according to today's (10/30) report 

 

by The Conference Board. The business-funded group's October survey found that confidence in 

 

the US economy had fallen 11.5 points from September to 85.5. (The survey uses 1985 as a baseline 

 

of 100.) 5K households across the country are surveyed each month for The Conference Board by 

 

Interpublic's (N:IPG) NFO WorldGroup. 

 

"The economic outlook is becoming increasingly pessimistic, with consumer sentiment continu-
ing to fall," said Lynn Franco, Director of The Conference Board's Consumer Research Center. 

 

"Widespread layoffs and rising unemployment do not signal a rebound in confidence anytime soon. 

 

With the holiday season quickly approaching, there is little positive stimuli on the horizon." 

 

Consumers' assessment of current conditions is much less positive than in September. Those 

 

rating current business conditions as "bad" rose from 18.3% to 20.6%. Those rating conditions as 

 

"good" declined from 22.3% to 18.9%. Consumers claiming jobs are "hard to get" rose from 18.8% 

 

to 20.7%. Those reporting jobs are plentiful fell from 27.1% to 21.0%. 

 

Consumers' outlook for the next six months continues to deteriorate. Those expecting an 

 

improvement in business conditions over the next six months increased from 15.7% to 18.0%. But 

 

those anticipating conditions to weaken rose from 15.8% to 20.3%. JM 

 

49.6%, to $713. The key market 

 

driver continued to be the Tele-
communications Act of 1996, 

 

easing previous restrictions on 

 

the number and extent of sta-
tions that could be owned and 

 

creating several large groups that 

 

raised ad rates, cut costs and 

 

created economies of scale. The 

 

five largest companies in 2000 

 

were Infinity Broadcasting, 

 

$3.913, which announced in early 

 

2001 a merger with Viacom; Clear 

 

Channel Communications, 

 

$2.4B; Westwood One, $553.7M; 

 

and Entercom Communications, 

 

$352M." JM 

 

Already-built Biltmore 

 

CP still at Liberty 

 

The long saga of WZLS-FM 

 

Biltmore Forest, NC in the 

 

Asheville market continues. The 

 

long-disputed station has been 

 

run by Orion Communications 

 

as interim operator while nu-
merous court and regulatory 

 

machinations have taken place. 

 

The license was awarded to Lib-

erty Productions in auction ear-
lier this year. Orion came in 

 

third in the auction, behind 

 

Biltmore Forest Broadcasting FM, 

 

Inc. and winner Liberty. 

 

Kevin J. Martin 

 

Orion originally won the fre-

quency back in 1987, but was 

 

beset with numerous challenges 

 

from unsuccessful applicants. Al-

though the FCC supported Orion 

 

on at least two occasions, it 

 

never issued the final grant of 

 

the license. Then in 1994, as a 

 

result of an entirely unrelated 

 

case (Bechtel v FCC), the com-

parative hearing process, 

 

through which Orion won the 

 

CP, was struck down, and the 

 

Biltmore CP was sent back to 

 

the FCC. Although the FCC 

 

could have given Orion the 

 

license under a grandfathering 

 

provision, it did not. 

 

The latest request, from both 

 

Orion and Biltmore Forest 

 

Broadcasting, had asked for a 

 

stay of the grant of the license 

 

to Liberty pending judicial re-
view. This has been denied. 

 

The Commission's internal 

 

opinion is by no means unani-
mous. And the two commis-
sioners who have gone to bat 

 

for Orion come from opposite 

 

sides of the political spectrum. 

 

Recently-departed Commis-
sioner Gloria Tristani (D) is-
sued a dissenting opinion to 

 

the Liberty decision earlier this 

 

summer. She has now been 

 

joined by the newest commis-
sioner, Kevin J. Martin. 

 

Martin wrote, "I respectfully 

 

dissent from the denial of a stay 

 

of Liberty Productions... In this 

 

instance, I believe a stay is jus-
tified given the petitioner's sub-

stantial likelihood of success 

 

Continued on page 8 

 

Pamal Broadcasting, Ltd. 

 

JAMES MORRELL - Chairman 

 

has acquired the Assets of 

 

WCPT/FM - WKBE/FM 

 

Albany, New York 

 

from 

 

Tele-Media Company of Eastern New York 

 

ROBERT TUDEK, Chairman - IR,I ROSENBL4rT, Vice President/COO 

 

Closed October 29, 2001 

 

We were privileged 

 

to serve as the Exclusive Broker in this transaction. 

 

Frank Boyle Co., L.L.C. 

 

2001 West Main Street, Suite 280, StanifOrcl, C'1' 

 

Phone 203 969.2020 Fax 203 316.0800 
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UpMgrt 2002: where do we stand? 

 

The upfront marketplace is just coming to life now. 10/22 was when it really 

 

broke, with eight or nine major upfront avails being floated. In this part of 

 

our upfront series, we focus on the advertisers, whether theN are holding 

 

or folding and when, along with rates and revenue projections. While fewer 

 

in number so far front last year, an,iiIs this time around include Warner-

L,unbert, P&G, Geico and XM Satellite Radio. Verizon is starting-to spend 

 

nationally. The upfront, u1 spite Of' 111 the uncertainty, is indeecl happening. "We 

 

have several avails from multiple clients, some of which are new to t11e 

 

mechurn," attests IreneKatsnelson, VI', D rectorof Network Radio, MediaVest. 

 

"I've got a couple that are going. I've got the same advertisers interested 

 

in upfronts that have been in previous years. Egg Board is going to be a 

 

traditional upfront. Food Network did an upfront last year. There's no word 

 

yet on whether they will do one 

 

this year. So far, they haven't 

 

given me anything," says Mat-

thew Warnecke, Director, Net-

work Radio Services, MediaCom. 

 

"US Postal is new. However, based 

 

on their current situation, may or 

 

may not end up being an upfront. 

 

They may end up just having it be 

 

scatter. They may release it a 

 

quarter at a time and then it won't 

 

end up being an upfront. I'm 

 

hoping that clients are still going 

 

to spend, but as they've seen that 

 

there isn't the advantage in upfront 

 

that there has been. If rate is the 

 

only issue at this point, there's 

 

less of an incentive to book it all 

 

upfront when the client may be a 

 

little leery about losing all that money all at once. So, there's no downside 

 

to releasing money quarterly at least at this point." 

 

Indeed, many are choosing to place money quarterly instead. "What it 

 

looks like is advertisers. are going to be conservative because they don't 

 

have a clear vision either, going forward. So they will likely place some of 

 

the money and hold back some money for later in the year and see what 

 

happens. Placing money quarterly makes sense. There's no reason for 

 

them to do it any other way. It's not like there's tremendous deals out there. 

 

The networks too—it's to their benefit to wait and see how the marketplace 

 

develops before they give it'away, so to speak," attests ex-ABC Radio 

 

Networks and AMFM Radio Networks Chief David Kantor. 

 

Like last year, in this soft market, the upfront will stretch later than usual 

 

and many will wait to place in the scatter market. "There will definitely be 

 

some procrastination," says Katsnelson. Adds Warnecke: "Because the 

 

marketplace generally is softer, we're able to make scatter really work for 

 

our clients, except for some last minute things. Because upfronts are 

 

moving late, Q4 I guess is artificially a little tighter than it might have been, 

 

just because we're in the middle of it now. We should have done Q4 around 

 

Labor Day and because of 9/11, it sort of got pushed back, and so Q4 is 

 

tighter because of when Q4 scatter happened." 

 

"What we're seeing is network radio has never been as closed 

 

down as spot gets anyway, on an overall. There have been particular 

 

programs or areas that have sold out, but you need more advance 

 

time to purchase it under any conditions, just because of the nature 

 

of clearing spots across the country," says Amy Nizich, Initiative 

 

Media EVP/Director of Local Broadcast Negotiations. 

 

For some, Upfront 2002 is already a 

 

thing of the past. "Red Lobster, my 

 

biggest client, is the only pure upfront 

 

client that I have. Red Lobster is 

 

spending more," says MattFeinberg, 

 

VP/Manager or National Radio Broad-

cast, Zenith Media Services. "We do 

 

our upfronts early, so we got them 

 

out of the way. We purposely do it 

 

that way to try and beat the market. It 

 

can work against you too, but we feel 

 

it has served us well. We had it all 

 

finished up in July. We don't want to 

 

run into the problems of everybody 

 

taking inventory. All the other big 

 

upfront people, I'm hearing, are still 

 

in. I don't think people are getting out 

 

of the market." 

 

Matthew Warnecke 

 

Irene Katsnelson 

 

How far down? 

 

hates are looking clown or 11at, as well a', I I)(• I Budgets, say most this 

 

year. "I feel that as a whole, the upfront will be clown, and we're 

 

expecting flat or lower costs for '02," Katsnelson claims. 

 

"The word is it appears to he clown from last year. I think that 

 

everybody is clown, generally. Tile: across the board sense that 

 

we're getting is that budgets are somewhat down. People are 

 

(autious, they're careful. Budgets are reflecting that," confirmed 

 

Natalie Swed Stone, Managing Partner/Director of National Radio 

 

Services, OMD USA. 

 

Supply and demand economics will play the biggest role. Nizich 

 

believes the inventory will be sold, but to get the upfront 

 

completed, many networks will have to drop rates to suit a buying 

 

world that remains in the driver's seat. "I'm not expecting that it's 

 

going to be a big upfront this year. I think it will be way down like 

 

everything else. I think especially the revenue will be way down. 

 

They may sell the inventory, but I think revenue will be down. I 

 

think rates are coming down. Period." 

 

Warnecke, however, says his clients are not expected to spend 

 

much less: "'01 was up maybe 2% in upfronts for me, and now 

 

we're probably back down to 2000 levels. So we're down a little 

 

bit, but not by a demonstrable amount. I'm guessing that overall 

 

2002 upfront costs will be flat to down by maybe 3 to 5%." 

 

Reyn Leutz, SVP/Direc-

tor of Radio Negotiations, 

 

Mindshare USA is also a bit 

 

more optimisitic, especially 

 

when compared to televi-

sion. "I think the market 

 

will be flat this year. I spend 

 

about half my time in televi-

sion and half my time in 

 

radio. I think the discounts 

 

in television were deep be-

cause the increases were 

 

very steep over the past five 

 

years. We're talking about networks that were increasing their rates 

 

between 10% and 30% annually. I don't find that in radio. So I don't 

 

think that we will see those kinds of decreases in radio. I think we 

 

are seeing the pie of available inventory is flat. I think that the 

 

dollars in the market are flat, and I think that the price will be flat. 

 

I read an article once where a buyer said the television rates were 

 

so low that they were thinking about taking money out of radio and 

 

putting it into. television. That's simply not possible, because the 

 

CPP of radio are always going to be lower than the cheapest cable 

 

network. Radio is efficient, no matter what." 

 

Creative approaches? 

 

Part of the push for next year's upfront is creativity. The more 

 

creative pitches radio can muster often get the interest, and then 

 

the buy. Swed-Stone says that's a good thing, too: "I think that they 

 

are all trying to get creative so that they can secure more share. 

 

They are proposing sponsorships to try and come up with 

 

promotions and enticements and sizzle. I think there's a need for 

 

that at this point. In order to differentiate and secure additional 

 

over and above what you would normally get, you have to give 

 

more. They need to dazzle us." 

 

"There appears to be some new creative for existing clients. 

 

They still working on new messaging and that sort of thing. So 

 

the creative train is moving forward," says Warnecke. 

 

Nizich says she's more interested being provided more 

 

creative ways to regionalize. We thought that ability already 

 

existed with StarGuide. "If you want my opinion on how 

 

network radio could improve, they could start with some of the 

 

things that network television does, like figure out ways that we 

 

could buy regionally, to make it a little easier. Right now, with 

 

most wired network situations, you have to buy the whole 

 

country and that's it...no ifs ands or buts. And it would be nice 

 

if they could do regionals and marry regional—different things 

 

that network TV is able to do. But they clear so many more 

 

stations than a TV situation. It's harder to do." 

 

4. 

 

By Carl MarCUCCI 

 

This is part 2 of a 

 

series of articles 

 

about the network 

 

and syndication 

 

business. 

 

Next week "How the 

 

networks see the 

 

upfront market." 

 

Interep's categorical 

 

imperative: Ad 

 

pacing comparison 

 

National radio rep firm Interep 

 

(O:IREP) has released a chart 

 

showing which ad categories 

 

are hot and which are not, 

 

comparing Q3 2001 to the 

 

same period last year. Any-

thing to do with computers is 

 

down, and, although there is 

 

a drop in the transportation 

 

category, there is surprising 

 

strength in travel & tourism. 

 

There are two charts: one for 

 

the biggest gainers and the 

 

other for the biggest losers. 

 

Here is the blow-by-blow: 

 

Top % growth categories 

 

Category 

 

Mail svcs 

 

Home video 

 

Investment 

 

Travel 

 

Electronics 

 

Broadcast/TV 

 

Restaurants 

 

Banks/Finance 

 

Foreign auto 

 

Entertainment 

 

Movies/theater 

 

Fuel/oil/gas 

 

Retail 

 

Pct. 

 

+400 

 

+145 

 

+45 

 

+35 

 

+30 

 

+25 

 

+20 

 

+20 

 

+15 

 

+10 

 

+10 

 

+5 

 

+5 

 

Top % loss categories 

 

Category 

 

Computer 

 

Internet 

 

Transportation 

 

Soft drinks 

 

Credit cards 

 

Government 

 

Clothing 

 

Education 

 

Books/mags 

 

Telecom 

 

Food products 

 

Fast food 

 

Pct. 

 

-80 

 

-75 

 

-70 

 

-60 

 

-50 

 

-40 

 

-30 

 

-25 

 

-25 

 

-20 

 

-20 

 

-15 

 

STRATEGIC. INNOVATIVE. AGGRESIVE. PASSIONATE. DRIVEN. 

 

WE DON'T THINK OUT OF THE BOX... 

 

WE LIVE OUT OF THE BOX. 

 

One call. One Network. 

 

212.641 .2037 
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There's a new generation on the right side of the political spectrum. 

 

Every day, they exert more influence on American political, fiscal 

 

and social policy. No wonder The Sean Hannity Show is growing at the 

 

speed of sound - because Sean Hannity is the bold, new voice 

 

of today's professional, high-powered audience. 

 

RIGHT FOR THE TIMES 

 

• The spokesperson for today's generation of professionals and leaders 

 

• Intelligence, charm and humor brings Talk radio a fresh, 

 

new perspective 

 

• Energy that provides a truly exciting environment for your message 

 

RIGHT FOR YOUR TARGET 

 

• A sales superstar reaching an upscale audience follows L,imbaugh 

 

on WABC pulling stronger 25-54 ratings* 

 

• #1 on New York radio's fiercely competitive AM dial** 

 

• Strong national TV following from Fox News 

 

RIGHT ON TOP 

 

• R&R's "Talk Personality of the Year" in 2001 

 

• Most listened-to local host on the Internet 

 

Make the right choice. For Ad Sales information, 

 

call ABC Radio Networks at ( 212) 735-1700. 

 

www.abcradio.com 

 

www.hannity.com. 

 

RADIO NETWORKS 

 

america listens to abc 
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MEDIA -MARKETS AND MONEyTM 

 

By Jack Messmer 

 

TM Century to buy 

 

back stock 

 

Many companies have an-

nounced stock buybacks, but 

 

the10/30 announcement by TM 

 

Century (O:TMCI) is a bit un-

usual because the company has 

 

such a small public float to start 

 

with. TM Century's board of di-

rectors has authorized manage-
ment to buy back up to 100K 

 

shares of the company's public 

 

stock over the next two years. 

 

TM Century currently has slightly 

 

under 2.5M shares outstanding. 

 

"Under the current condi-

tions, we believe that purchas-

ing our stock will be a very 

 

prudent use of our funds," stated 

 

CEO David Graupner. "We 

 

believe that our stock repre-
cnts an exceptional value at 

 

the current price levels." 

 

For TM Century's fiscal year, 

 

which ended 9/30, the 

 

company's pro forma net profit 

 

was $332K, down 34% from the 

 

previous year (excluding a one-

time gain of $441K the previous 

 

year). Revenues were $6M, 

 

down from $6.9M. Pro forma 

 

EBITDA dropped 23% to $666K. 

 

Dallas-based TM Century is a 

 

creator and distributor of music 

 

compilation libraries, produc-
tion music and jingles for radio 

 

and TV stations. JM 

 

Hispanic delivers 

 

modest growth 

 

Any growth at all in a down 

 

economy is good, so CEO 

 

Mac Tichenor and company 

 

are proud of the Q3 results 

 

they delivered to Wall Street 

 

for Hispanic Broadcasting 

 

Corp. (N:HSP). Net revenues 

 

rose 1.4% to $65.8M, while 

 

broadcast cash flow declined 

 

20.8% to $24M. On a same 

 

station basis, revenues were 

 

up 1.7% and cash flow de-

clined 14.5%. 

 

With the sluggish economy 

 

continuing, HBC told Wall 

 

Street to, expect Q4 net rev-

enues to decline 3-5%. 

 

Mac Tichenor 

 

In his conference call (10/ 

 

30), Tichenor told analysts that 

 

the current tough economy 

 

should provide good opportu- . 

 

nities for acquisitions, and that 

 

HBC is still looking for sta-

tions to buy. 

 

Wall Street analysts have 

 

been closely focused on Los 

 

Angeles, where NBC's sta-

tions have been facing a new 

 

challenge from Spanish 

 

Broadcasting System's 

 

(O:SBSA) launch of KXOL-

FM, which ran commercial-

free for several months and 

 

spent heavily on promotion. 

 

"Yes, in the face of increased 

 

competition our shares have 

 

decreased and yes, ratings 

 

matter, but has it affected 

 

our revenue expectations in 

 

Los Angeles? No, it has not," 

 

Tichenor insisted. 

 

"KXOL seemed to have 

 

peaked in July and is losing 

 

momentum," COO Gary 

 

Stone said later in the call. 

 

"This is not a one or two 

 

Arbitron book race." JM 

 

Christian: Holiday 

 

outlook hard to assess 

 

"The next three weeks are re-

ally critical to the broadcast 

 

industry," Saga Communications 

 

(A:SGA) CEO Ed Christian said 

 

in his10/30 conference call with 

 

The Radio 

 

1 ndeXTM 

 

The Radio Index closed this 

 

week, 10/31, at 167.954, a 

 

fall of 4.711 from the 

 

previous week. 

 

180 

 

170 

 

160 

 

150 

 

Radio Business Report 

 

Voice Of The Radio Broadcasting Industry" 

 

10/10 

 

10/17 

 

10/24 

 

WITHERS BROADCASTING COMPANY 

 

Russ Withers, President 

 

has-agreed to acquire 

 

WIQB-FM 

 

Anna, Illinois 

 

for 

 

$210001000 

 

from 

 

UNION BROADCASTING, INC. 

 

Ben Stratemeyer, President 

 

10/31 

 

Patrick Communications was proud to serve as the broker in this transaction. 

 

PATRICK COMMUNICATIONS 

 

(410) 740-0250, www.patcomm.com 

 

10/
/0 

 

Westwood One posts 

 

upbeat Q3 results 

 

Westwood One MWON), the 

 

network of radio networks re-
lated to Viacom/Infinity (N:VIA) 

 

posted impressive Q3 2001 re-
sults despite a loss of revenue 

 

over the same period in 2000. 

 

Its net revenues were 

 

$123.983M, compared to 

 

$139.014M during the same last 

 

year, an 11% drop. 

 

However, WW1 

 

Ed Christian 

 

Wall Street analysts. Christian, 

 

like other group heads, noted 

 

that it continues to be hard to 

 

see very far ahead and that 

 

advertisers are holding off until 

 

very late to place ad buys. 

 

In the wake of the 9/11 ter-

rorist attacks that shook the 

 

nation, Christian said that one 

 

of the challenges for Saga's ra-

dio stations is developing ap-

propriate copy for advertisers. 

 

"It's a little trickier to navigate 

 

the shoals in terms of copy. 

 

We're spending an inordinate 

 

amount of time thinking of an 

 

appropriate campaign—even in 

 

our smallest markets, up to our 

 

largest markets—that is respon-
sive to the mood of what is 

 

going on, yet is encouraging 

 

customers to shop and feel good 

 

about doing that," the Saga CEO 

 

said. "At the same time, we're 

 

in this challenging environment 

 

because there has been this 

 

kind of `cocooning,' where 

 

people have not gone out and 

 

spent as much time in the malls 

 

or shopping. So, we're trying to 

 

find a way to encourage people 

 

to come out and at the same 

 

time, respect what's going on 

 

in the mood of the country." 

 

As for the upcoming holiday 

 

sales period, which accounts 

 

for a major portion of each 

 

year's ad sales, Christian is 

 

hopeful, but sees no clear indi-

cation whether retailers will 

 

advertise heavily and consum-

ers will spend. "It's so intan-

gible. It depends on the mood 

 

of the country. It could change 

 

in one brief television press 

 

conference," Christian warned. 

 

"If there is confidence there 

 

will be holiday sales, which 

 

will bring [adl spending—and 

 

that's very important. I hon-

estly can't tell you that I have 

 

my hands around that. Now I 

 

feel that things are good—that 

 

there is confidence building, 

 

that there is a desire to return to 

 

normalcy and get back to our 

 

`daily lives.' If that continues 

 

on, I think we can get into a 

 

decent selling period during the 

 

holiday season, which will go 

 

to broadcast [in ad spending]." 

 

Christian kept The Street 

 

happy by reporting that Saga's 

 

Q3 net revenues slightly ex-
ceeded the company's previ-
ous guidance, rising 3% to 

 

$26.3M. Broadcast cash flow 

 

was off 6.1% to $10M. On a 

 

same station basis, revenues 

 

were down 2.7% and cash flow 

 

was down 6.8%. JM 

 

posted 

 

$25.306M in net free cash flow, 

 

an increase of $2.107M over Q3 

 

2000 for a 9% gain. At $.23 per 

 

diluted share, that was good for 

 

a 15% increase on the $.20 per 

 

diluted share of last year. 

 

EBITDA increased over Q3 

 

2000 as well, rising from 

 

$40.014M to $40.126M. 

 

All this was despite some 

 

considerable advantages which 

 

applied to Q3 2000. That quar-
ter benefited from the Summer 

 

Olympics. More importantly, it 

 

did not feature an event like 

 

9/11, which served to not only 

 

take a bite out of WW1's in-

come, but also to create a large, 

 

unexpected spike in expenses. 

 

How did they do it? "The 

 

company was able to achieve 

 

these results primarily by con-

trolling costs and attracting new 

 

advertisers to the company's 

 

comprehensive traffic informa-

tion and network platforms rep-
resented by its affiliate base of 

 

over 7,500 stations," said Presi-

dent/CEO Joel Hollander. 

 

The big key was to attrtm 

 

new advertisers to replace the 

 

departed dot-coms. A 300-

strong sales force will continue 

 

the network's successful efforts 

 

in this front into 2002. And the 

 

events of 9/11 were not with-

out some benefit—WW1's news 

 

product was offered free to any-
one who wanted to downlink it 

 

for 72 hours after the terrorist 

 

attack, and to date, 80 new, 

 

mostly music-oriented stations 

 

have signed up for a regular 

 

News net affiliation (most with 

 

CNN or Fox). 

 

One of the uses WW1 has 

 

been putting its free cash flow 

 

to is stock buybacks. Look for 

 

that to continue into 2002. 

 

WWI is expecting double-

digit gains in EBITDA next year, 

 

which it thinks it can achieve 

 

based on continued cost con-

trols and a return to the rev-

enue pace it was on prior to the 

 

losses caused by 9/11.—DS 

 

Jeff-Pilot insurance up, 

 

broadcast down 

 

Although feeling the impact 

 

of the soft economy, Jefferson-
Pilot Corp. (N:JP) reported that 

 

basic earnings rose 7% for Q3 

 

to 78 cents per share. The gain 

 

all came from the insurance 

 

side, though, as Jefferson-Pi-
lot Communications joined 

 

most other broadcasters in 

 

having a down quarter. Rev-

enues for the radio and TV 

 

group dropped 8.1% to $44.5M. 

 

Broadcast cash flow was off 

 

23.1% to $16.2M and earnings 

 

for Jeff-Pilot Communications 

 

fell 37.8% to $8.2M. JM 
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Marathon's flight into 

 

Phoenix 

 

Under the banner of subsidiary 

 

Lakeshore Media, the princi-

pals of Marathon Media (prima-

rily Chris Devine. Bruce Buzil 

 

and Aaron Shainis) have 

 

gained entry into a top-20 mar-

ket, albeit on the fringe of that 

 

market. They are paying $8M 

 

cash for KAJM-FM and KAZL-

FM. The seller is Jay 

 

Brentlinger's Sierra H Broad-

casting, formerly known as 

 

Rainbow Broadcasting. 

 

The stations beam into the 

 

city from the distant aerie of 

 

Payson, AZ located in terrain 

 

which features mountain peaks 

 

approaching 8,000 feet. KAJM 

 

has gained a measurable pres-
ence in the market, although it's 

 

in the low impact 0.5-0.8 range 

 

12+, according to Arbitron. KAZL 

 

hasn't shown in either of the last 

 

two books.—DS 

 

Arrows point down 

 

at interep 

 

It comes as no surprise that, in 

 

a particularly troublesome year 

 

for national advertising busi-

ness, national rep firm Interep 

 

(O:IREP) is experiencing diffi-

culties. Radio commission rev-

enue for Q3 stands at $21.6M, a 

 

20% decline from Q3 2000's 

 

take of $27.OM. EBITDA has 

 

dropped from $6.8M to $2.6M; 

 

after-tax cash flow per share 

 

has dropped from $0.45 to 

 

Ralph Guild 

 

Fresno move-in 

 

dealt to HBC 

 

We now know the fate of KAJZ-

FM, the lone station retained by 

 

Ed Hoyt from his sale of four 

 

Merced, CA stations to Mapleton 

 

Communications (RBR 9/3, p• 

 

14). Hispanic Broadcasting 

 

Corp. (N:HSP) is buying the 

 

station, which has a CP to move 

 

into the Fresno market, for $5M. 

 

Fresno is 40% Hispanic and 

 

has multiple Spanish stations 

 

(even Infinity owns Spanish sta-

tions in Fresno), yet this is a 

 

new market for the nation's larg-

est Spanish radio group. Bro-

ker: Greg Guy & Larry Patrick, 

 

Patrick Communications 

 

RBR observation: The cost 

 

will actually be more than 

 

$5M, since HBC still has to 

 

build the new facility. KAJZ 

 

will move to 107.9 mHz (from 

 

107.7), upgrade to Class B1 

 

(from A) and change its city 

 

of license to North Fork, CA 

 

(from Merced). JM 

 

Midwest expands into 

 

Chicago burbs 

 

Midwest Broadcasting, Jon 

 

Yinger's Christian-formatted ra-

dio group, has purchased 

 

WAUR-AM from the Catholic 

 

Radio Network for $4M. Mid-

west has been running the sta-

tion in an LMA since 5/29. The 

 

station operates out of the dis-

tant Chicago suburb of Sand-

wich IL, a good 40-50 miles to 

 

the west of the city limits. It is 

 

a rare AM authorized for greater 

 

power at night than during the 

 

day—it puts out 4.2 kw after 

 

the sun goes down as opposed 

 

to 2.5 kw while the sun is up; 

 

both antenna configurations are 

 

directional. Brokers: Media Ser-

vices Group (seller), John Pierce 

 

& Company LLC (buyer)—DS 

 

$0.03• An earnings-per-share 

 

drop of $0.08 for Q3 2000 has 

 

become a loss of $0.62 this 

 

time around. 

 

There are no immediate signs 

 

of an advertising revenue re-

covery. Interep is expecting to-

tal 2001 revenue to be from 

 

$80-82M, compared to a final 

 

2000 number of $100M. 

 

Any hints of a turnaround 

 

were scotched by the events 

 

of 9/11, which Interep Chair-

man/CEO Ralph (wild said 

 

brought business to a screech-

ing halt for the balance of the 

 

third quarter. 

 

Guild said that prior to 9/11, 

 

they were seeing a business 

 

uptick in a few cities, which 

 

was a good sign in that during 

 

the last major recovery, busi-

ness came back one city at a 

 

time. At the moment, Atlanta is 

 

the lone bright spot, although 

 

Los Angeles is at least approach-
ing 2000 levels. Guild said he 

 

feels that advertisers are wait-

ing for an upswing in consumer 

 

confidence, and are shopping 

 

for the lowest advertising rates 

 

they can find. He expects the 

 

recovery will be slow, spread 

 

out over several quarters. But 

 

it will come.—DS 

 

I 
 

WAVF Charleston 

 

price is 86M 

 

The purchase price for the last 

 

piece of the Pearce family's 

 

new three-station cluster in 

 

Charleston, SC—WAVF-FM—is 

 

$6M. That brings the total price 

 

to assemble the new daisy-chain 

 

double duopoly to $11.5M. 

 

That's $6M for WAVF-FM, $3M 

 

for WHLZ-FM and $2.5M for 

 

WJZX-FM. Broker: (for WAVF) 

 

Kalil & Co.; (for WJZX) Sailors 

 

& Associates JM 

 

TRANSACTION DIGEST` 

 

by Dave Seyler & Jack Messmer 

 

The deals listed below were taken from recent FCC filings. 

 

RBR'sTransaction Digest reports on all deals that involve assignment of a station license (FCC Form 314) and substantial 

 

transfers of control of a licensee via a stock sale (FCC Form 315), but not internal corporate restructurings (FCC Form 316). 

 

All deals are listed in descending order of sales price. Broker credits are based on contracts filed with the FCC. 

 

Fisher counts its losses 

 

Q3 broadcasting revenues were 

 

down 28.5% at Fisher Commu-

nications (O:FSCI) to $33.4M 

 

and total revenues (including 

 

the real estate division) were 

 

down 24% to $37.8M. Fisher 

 

doesn't break out broadcast 

 

cash flow, but the company 

 

had a loss from continuing op-
erations of $5.6M, compared to 

 

a profit of $22M last year. The 

 

company's net loss inflated to 

 

$3.7M from $0.8M. 

 

"Current financial conditions 

 

and consolidation trends in the 

 

broadcasting industry make 

 

Fisher's restructuring impera-
tive," said CEO William 

 

Krippaehne Jr. in his quar-
terly announcement. "Over the 

 

past year we've been able to 

 

complete the sale of our flour 

 

milling assets and initiate major 

 

expense reductions that will be 

 

reflected in 2002." JM 

 

$800,000,000 KUBE-FM, KBTB-FM, KJR-AM & KHHO-AM Seattle  

 

(Seattle/Tacoma) and 18 owned or LMA'd television stations. 100% of the 

 

stock of Ackerley Broadcasting Fresno LLC from Ackerly Group Inc. 

 

(N:AK) (Christopher Ackerley) to Clear Channel Communications 

 

(N:CCU) (Lowry Mays). Estimated $500M in exchange of stock, esti-

mated $300M debt assumnption. RBR has estimated value of the radio 

 

portion of the deal to-be $125M. Existing superduopoly in Seattle. 

 

Numerous instances of overlap between Ackerley television stations and 

 

Clear Channel radio stations, some of which may require divestitures. 

 

$8,000,000 KAJM-FM & KAZL-FM Phoenix (Payson AZ) from 

 

Sierra H Broadcasting Inc., formerly known as Rainbow Broadcast-

ing Inc. (Jayson R. Brentlinger) to Lakeshore Media LLC, related to 

 

Marathon Media (Christopher F. Devine, Bruce Buzil, Aaron Shainis 

 

et al). $400K escrow, balance in cash at closing. Existing duopoly 

 

$7,000,000 WDUZ-AM & WQLH-FM Green Bay from Green Bay 

 

Broadcasting Co. Inc. (William C. Laird) to Cumulus Licensing Corp. 

 

(Lew Dickey Jr.), a subsidiary of Cumulus Media (O:CMLS). $10 

 

option payment, $500K earnest money, balance in cash at closing. 

 

Superduopoly with WNAM-AM, WXWX-FM, WOGB-FM & WJLW-

FM. LMA since 9/15/99• Broker: Blackburn & Co. (seller). 

 

$5,000,000 KAJZ-FM Merced CA from San Joaquin Radio Com-

pany LLC (Edward G. Hoyt Jr.) to HBC License Corp., a subsidiary 

 

of Hispanic Broadcasting Corp. (O:HBCCA) (McHenry T. Tichenor 

 

Jr. et al). $250K escrow, balance in cash at closing. Station holds CP 

 

to move to from 107.7 mHz to 107.9 mHz as a class B1 in new city 

 

of license North Fork CA. CP provides for a transmitter site on Goat 

 

Mountain. A CP modification request has been submitted to the FCC 

 

to change the transmitter location to Smiley Mountain. If the move 

 

to Smiley Mountain is successful within two years of closing, seller 

 

will receive an additional $500K less HBC's expenses to effectuate 

 

the move. Action on either CP will move station into the Fresno 

 

Arbitron market. Broker: Patrick Communications LLC (seller). . 

 

$4,000,000 WAUR-AM Chicago (Sandwich IL) from CRN Licenses LLC, 

 

a subsidiary of Catholic Radio Network (William Agee et al) to Midwest 

 

Broadcasting Corp. (Jonathon R. Yinger, Vicky L. Yinger, Ralph D. Van 

 

Luven, Elma S. Van Luven). $300K escrow, balance in cash at closing. 

 

Brokers: Media Services Group (seller), John Pierce & Co. LLC (buyer). 

 

$3,000,000 WHLZ-FM Florence SC (Manning SC) from Cumulus 

 

Licensing Corp. (Lew Dickey Jr.), a subsidiary of Cumulus Media 

 

(O:CMLS) to Apex Broadcasting Inc. (Houston L., G. Dean and 

 

Voncill R. Pearce). Cash. Duopoly with WAVF-FM Hanahan SC in the 

 

Charleston SC market, which in turn overlaps WJZX-FM Port Royal, 

 

which straddles the Charleston SC and Savannah GA markets. Deal 

 

includes option for Apex to buy WYMB-AM for $400K cash. 

 

McCoy Broadcast Brokerage, Inc.=== 
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transactions and more 
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Millennium Radio Group, LLC 

 

has agreed to acquire the assets of 

 

WJLK-FM, WOBM- , WBBO-FM & WADB-AM 

 

Monmouth-Ocean City, New Jersey 

 

WFPG-AM/FM, WPUR-FM and the LMA of WKOE-FM 

 

Atlantic City, New Jersey 

 

WKXW-FM, WBSS-FM & WBUD-AM 

 

Middlesex-Somerset-Union-Atlantic City, New Jersey 

 

j6r 

 

approximately 

 

$220,000,000 

 

Star 
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(.'I)ntinued from page 4 

 

upon the merits, as 

 

balancing of the tti•II'\ .1111 11-11 Ills . 

 

am concerned that Illc ( omnlis-

sion has failed to give cnongh 

 

dclt.lc11re to the findings ()I the 

 

A(Immistrative Law Judge who 

 

took testimony in this case. I also 

 

helievc the Commission has given 

 

insufficient icient anent i(111 III the poten-
tial inequity It) IIW I IIII(•rll broad-

caster, Orion (.oluluunit.ltions, 

 

it It ImIs to issue a stay in this 

 

I cm 1m)(cc(ling." 

 

KBR observation: Among 

 

other things, the Lee family (own-

ers of Orion) went to the extraor-

dinary length, in this day and age, 

 

of selling their successful AM sta-

tion, WSKN', back in 1994, to please 

 

tltc regulators at the FCC. At al-

most any time, tite FCC could have 

 

given Orion the license. And Lib-

erty, which has been awarded the 

 

license in auction, was found to be 

 

unqualified to be a licensee back 

 

i I I 1992.We will join Commissioner 

 

Martin and ex-Commissioner 

 

Tristani in supporting the appeal of 

 

Orion which is currently pending 

 

at the U.S. Court of Appeals for the 

 

District of Columbia Circuit.—DS 

 

\((•II as a 

 

Harris restructures 

 

Carlsbad facility 

 

Harris BroadCilSt Said it is restructur-

ing its Carlsbad, CA office, previ-

ously Pacific Research & Engineer-

ing. Harris is transferring sales and 

 

manufacture, integration and test-

ing of audio consoles and the studio 

 

furniture construction business to 

 

its Mason, OH operation. R&D for 

 

consoles and furniture remain in 

 

Carlsbad. The office will be re-

named the Pacific Design Center. 

 

60 employees work in Carlsbad. 

 

Ten employees are being asked to 

 

relocate to Mason. The 50 others 

 

will either relocate to Mason or to 

 

Harris' Quincy, IL office, or lose 

 

their jobs. 15 are expected to re-

main in Carlsbad.—CM 

 

Arbitron al fresco: Outdoor 

 

measurement expanded 

 

The outdoor advertising branch of 

 

Arbitron KARB) will more than 

 

triple the number of markets for 

 

which it can deliver information on 

 

the effectiveness of outdoor adver-

tising. 189 medium and small mar-

kets are being added to the 75 al-

ready under the research umbrella, 

 

and the project is beginning already. 

 

Data includes driving, commuting 

 

and pedestrian patterns. Miles trav-

eled in a vehicle (as driver or passen-

ger) and time spent commuting one-

way will help provide consumer pro-
files indicating light, medium or heavy 

 

exposure to outdoor advertising. 

 

Outdoor info on the top 75 market 

 

remains available through Arbitron's 

 

Scarborough Research Service DS 

 

VNU's Nielsen, NcIIt.tim'L,` :tnd 

 

invesUncnl I ir►m 'I i m v, ( 

 

1 ISA and FIM ( (,NI, 11i, ill \ ('11111re 

 

Capital (whit It Icd Vc.Islnt•( ,I"I's 

 

firsl round ,II finank nlgI 

 

This, :Ihcr the rctrnl .111114)un( c 

 

inctil IhJ1 Nt•Ill:ltings \\'INlltl ,It' 

 

Iluitc.►upiter Media Men ix .md till"o 

 

()I Niclsen's ('Itatings.t ( )m, Ano Ithcr 

 

Internet a11dit•11c( nit .tsurenu nt 

 

company (ItlM, tOIII 411!_10). 

 

Nielsen Nlrtli.l Itcsc:u'ch will 

 

market Measurc(::Ist scrviccs to its 

 

I S I. ustonlers. ACNielsen Melia 

 

International and Nielsen/ 

 

NetRatings will market and dis-
tribute MCaSUreCast selices out-
side the US, Trans Cosmos and 

 

Nielsen/NetRatings will partner 

 

with MeasureCast to launch 

 

MeasureCast products in Japan. 

 

These new alliances hope to 

 

enable MeasureCast's Streaming 

 

Audience Measurement Service to 

 

become standard for streaming 

 

media advertising spending world-

wide. The second round of fund-

ing brings the total investment in 

 

MeasureCast to $12M, since the 

 

company was founded in 1999. 

 

MeasureCast currently contracts 

 

1,000 Internet radio stations in 

 

Europe and America. More at 

 

RBR.com.—CM 

 

MeasureCast partners 

 

with Nielsen 

 

MeasureCast announced 10/30 it 

 

has formed partnership agreements 

 

with Nielsen and NetRatings 

 

(O:NTRT) to measure streaming 

 

media from commercial websites. 

 

The online streaming measure-

ment company also secured $8.5M 

 

in second round financing from 

 

Direct marketers brace for 

 

challenges ahead 

 

Direct marketiltg companies were 

 

already challenged by the finan-

cial problems faced by U.S. Postal 

 

Service. That was before the very 

 

real anthrax threat turned the USPS 

 

upside down. Speaking at the Di-

rect Marketing Association's 84th 

 

Annual Conference in Chicago, 

 

President & CEO H. Robert 

 

Weintzen urged the association's 

 

membership to speak out on this 

 

and other issues. 

 

He stressed the need for legisla-
tive reform for the LISPS. Another 

 

rate hike may well be on the way, the 

 

third in 18 months, while a 31-year 

 

old law thwarts the USPS's ability to 

 

compete with entities like UPS and 

 

Fedex, which were not existence at 

 

the time the law was written. Remote 

 

sales taxes, privacy and telemarketing 

 

are other areas of concern. 

 

RBRobservation: Despite what 

 

we've heard elsewhere, we don't 

 

see any great windfall for radio 

 

should direct mail take a serious 

 

hit. The way the two mediums are 

 

used simply do not have a great 

 

deal of overlap, particularly in di-

rect mail BTB applications. But that 

 

goes for much of the direct mail 

 

consumer business. There is no 

 

way to broadcast a catalog.—DS 

 

HBC begins 'Amoy' 

 

trimulcast In Phoenix 

 

Hispanic Broadcasting (N:HSP) 

 

completed its acquisition of Big 

 

City Radio's four Phoenix FMs 10/ 

 

31. KBZR (106.5), KDDJ (100.3) & 

 

KEDJ (106.3) are now "Amor," 

 

Spanish AC. The switch happened 

 

one day after the Big City's "The 

 

Edge" Alternative format and staff 

 

moved to KPTY-FM (103.9) Phoe-

nix, owned by New Planet Broad-

casting. Big City's fourth Phoenix 

 

FM, KSSL (105.3) is now simulcast-

ing HBC's Spanish Regional KHOT-

FM (105.9). KSSL was a Spanish 

 

Contemporary format.—CM 
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Sales 

 

Now is the time top non-traditional thinking ... Op is it? 

 

It, It•fllcs NIN'cIs Valli I Iollon 

 

III ill(. (LI�'s I x'14 )re , )I Iti4 )IId,1114 q1, Ntlt t e»1111 1,1411() g14 ,111 )N 11.141 .1 �III11)14' .11,1,14 all I I 

 

10 a Ming .uI%vIII%IIIg lull , tr.un .11141 II Lin I,dcnt4•d wilels 

 

\\'itll Illc ( h:Ulgt•s 111.11 tilt. Im"I It-\N' yt .us I1.1�4 Ia4)uglll 14) Ilu, Iu41us11� , 144.411. 

 

conll):uues are Trying 10 Reline .110 rctlt•1111t• II(m, Iht•tl s,ll(. 14',1111, .114' Inn 

 

const.1111k st•.uthing I()l .I \\in111lig lolnnll,l 

 

hill \\,III 11:1\'c the ()I))(
-
( I' , Ic.III\ 111,IIlged, 

 

'111(• nlon' w(• 1( x )k tun non uaIit11)11.I1 11miking, the Ilion II;II III14 al.11 11 t I nrs a1 Ir,lst 

 

when youtligdmvn.IIwrIunn,Ih ill.Ihi4•wlLI(lyl)L'()lxtitslxv,l)Ie%(t l •IIX)kingI()I 

 

and wh hit We(•x1k•( III x•IIII();1((O 1111)11~11,tlICIII(A-Wes(•t'tiK'II(YYI(()(IlawO11111('1).1`dI , 

 

If you c111e142(I tilt radio I,usincss in the I.Ist Iivc ycats, the good old (1;1�" .u(' 

 

gone, but there is home. )'()it get to help write the good old drys of (lic Iuillic, 

 

We :Ilso hove :I thought 166' the old timers—what got you here n cry nOt keep you 

 

here. And that doesn't conflict with our olnervation alxnit getting back to b:Isics. 1'()u 

 

have to adjust th0SC basic sales precepts to fit changing c(,n(Iitiolts. 

 

We must also point out that how we sell (hrough these tough times will be history making in and of itself. 

 

At two of the radio industry's most recent conferences, industry leaders spoke of redirecting their sales 

 

efforts. One company is adding 1,000 sellers and another company is talking about adding 500 more, What 

 

will these "redirected" companies do with their new legions of sellers? 

 

One possible scenario is that these new sellers will get poor training or no training at all. In that case, they 

 

will likely further blemish radio's image before most of them fail and leave the business. 

 

We hope that won't be the case and that they won't be victims of the often seen 

 

management style of old which followed the approach of "ready, fire" and then "aim." 

 

• Ready: You're hired. 

 

• Fire: Here's your sales kit and rate card. Come back when you sell something. 

 

• Aim: Here's your list. (The Yellow Pages.) 

 

If companies are to compete and win in today's new and ever-changing 

 

marketplace, then sellers will need to be trained to be ready, then aim, then fire 

 

by thinking "sense and respond" vs. "make and sell". Companies will have to do 

 

a better job through their redirected action. 

 

• Ready: Recruit, screen and hire people with desire and ability. 

 

• Aim:-Train sellers to target advertisers more effectively and efficiently. 

 

• Fire: Increase their close ration with targeted campaigns. 

 

Unless radio companies adopt this "smarter" approach to hiring and training salespeople, they will probably continue 

 

to perpetuate the industry's 20-30% annual attrition rate. 

 

May we suggest a few simple rules for improving your sales staff recruitment, retention and performance? 

 

• Invest in training your sellers. Turnover costs real dollars. 

 

• Draw on the hand work and sucoess that brought you to where you are. Leading by emmfole is usually the nest way to mach 

 

• Plan ahead. Have a vision for where you are going and a strategy to get there. 

 

• Communicnte that strategy to your sellers. Let the members of your team know the game plan- end what their role is. 

 

To quote Skip Finley, "You can't save your way to victory, you must fund your way to success." 

 

Much has been said lately in this industry about the need to devote more effort to training salespeople to 

 

get through this tough time. Well, ladies and gentlemen, the time for lip service is over. You have to make 

 

a commitment to hire well and train well so you will retain well. 

 

Invest in your greatest asset ... your people. 

 

JeffreyMyers andBarttHorton are the creators ofPersonal Selling Principles, a sales training course designed 

 

to focus on individual sellers. Myers may be reached at (301) 595-1871 and Horton at (301)-333-4912. 
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Muddy left out of Oregon FM dance card 

 

The proposal to build a new FM in the town of Brightwood, OR filed by Muddy Broadcasting Co. has been 

 

defeated by a counterproposal to put a new station in Madras, OR which was filed by Madras Broadcasting. 

 

Muddy wanted fast service for Brightwood, roughly 30 miles to the east of Portland near Mount Hood. Its proposal 

 

for a Class C3 on 98.1 mHz would have fit into the spectrum with no additional gyrations by anyone else. 

 

That is not the case for the Madras proposal, which would put a Class C1 on the same channel (98.1 for 

 

those of you who may have been napping). KTWS-FM Bend, OR, which objected to this proposal, will 

 

nevertheless be required to move from 98.3 mHz to 98.5 mHz. Also, an as-yet unused allocation licensed 

 

to Prineville will go from 98.7 mHz to 98.9 mHz. 

 

Combined Communications, licensee of KTWS, is not sanguine about the prospects of being reimbursed 

 

for its frequency move by the unknown company which eventually wins the Madras license (which may 

 

or may not be proposer Madras Broadcasting). Neither is Combined thrilled with the prospect of altering 

 

its promotional efforts. 

 

The FCC found that both Brightwood and Madras were communities deserving of an FM station. Although 

 

there may be more people in the general vicinity of Brightwood, the FCC considers most the population of 

 

the primary city of license. Madras is bigger. End of story. That is why Combined Communications will be 

 

packing its bags and moving one slot up the FM dial.—DS 

 

AURN expanding weekend news product 

 

In response to station demand in the aftermath of 9/11, American Urban Radio Networks (AURN) is 

 

expanding it's weekend news broadcasts, effective 11/3. AURN will provide :90 second, commercial free 

 

updates at :10 past and :40 past the hour from 7am-2 p.m Saturdays and Sundays. 

 

The fast paced updates are designed for music-intensive stations that don't want to leave format for 

 

extended periods of time.—CM 

 

WorldSpace acquires Radio Voyager 

 

International satellite radio service WorldSpace announced 10/29 it has acquired Radio Voyager, an English-

language adult contemporary radio network previously owned by Finger Lakes Productions. The acquisition adds 

 

to WorldSpace's existing lineup of diverse music channels and allows the company to earn sponsorship and 

 

advertising revenue from Radio Voyager's network of 46 terrestrial radio affiliates in 70 European and African 

 

markets. Radio Voyager also offers custom audio streaming services for large global businesses. 

 

Radio Voyager is a 24/7 audio service that combines webcasting and traditional radio for a multimedia 

 

advertising vehicle for global Fortune 500 companies. Radio Voyager has been part of the WorldSpace 

 

broadcaster lineup since the company began service with its AfriStar satellite in '99.—CM 

 

8 www.rbr.com 11/5/01 

 


